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A MINI GUIDE FOR BRAND MANAGERS &8 EVENT PLANNERS

the activation

How to plan and run a brand activation that people line up for,
post about, and actually remember — in seven steps.
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WHY EXPERIENTIAL

ads interrupt. experiences invite.

Your audience skips pre-roll, scrolls past paid social, and trusts a friend's story over any billboard.
Experiential flips the equation: instead of buying attention, you build something worth showing up for
— and the audience does the amplification for you.

91% 98%

of consumers say they're more likely to buy after of attendees create digital or social content at
participating in a brand experience events and activations

85% 70%

are more likely to purchase after live product of event participants become repeat customers of
demos and sampling the brand

THE RULE

Nobody shares an ad. Everybody shares an experience. Design for the person who
wasn't there — the one seeing it on their feed.

The seven steps that follow are the exact sequence we run at Storyboard for every activation, from a
one-day sampling pop-up to a multi-city tour.
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define theonejob

Every failed activation we've audited had the same flaw: it was trying to do everything. Awareness, trial,
UGC, press, retail sell-in— all at once. Pick one primary objective and let everything else be a bonus.

» Trial — get the product into hands and mouths. Success = samples distributed, conversion
codes redeemed.

» Buzz — earn feeds and press. Success = organic posts, reach, mentions.
» Loyalty — deepen love with existing fans. Success = signups, community joins, repeat purchase.

- Data — capture qualified leads. Success = opt-ins, scans, survey completes.

LITMUS TEST

Finish this sentence in ten words or fewer: "This activation exists to Mifyou
can't, you're not ready to brief anyone.

CASE SNIPPET — BETTER-FOR-YOU BEVERAGE

A sparkling water brand we worked with wanted "awareness AND trial AND retail buzz." We cut it to trial
only: achilled can in every hand within 30 seconds of arrival. 14,000 samples in one weekend — and the
awareness came anyway.
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know exactly who shows up

"Gen Zwomen 18-26" is a media buy, not an audience. For experiential you need to know where they
already are on a Saturday, what they'd wait in line for, and what makes them raise a phone.

Location habits — which neighborhoods, gyms, campuses, festivals, and retail corridors they
actually move through.

» Social behavior — do they post stories, TikToks, or nothing? Design the shareable moment for
their format.

» Cultural currency — what's cool to them right now, and who they trust to tell them.
» Friction tolerance — will they RSVP in advance, or does it need to be walk-up?

Build one sharp persona and pressure-test the concept against them at every step: would she cross
the street for this? Would she bring a friend?

CASE SNIPPET — BEAUTY & SKINCARE

For a Gen-Z skincare launch, the insight wasn't demographics — it was that the audience treats their
morning routine as content. The activation became a mirror-selfie "shelfie studio," and 62% of attendees
posted from inside it.
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build one unmissableidea

The concept is not the tent, the truck, or the step-and-repeat. It's the one thing people will describe
to afriend afterward. Work backwards from that sentence.

Make it participatory. People remember what they did, not what they saw. Give them a role:
customize, compete, create, taste.

Make it photogenic by design. Plan the exact shot — angle, lighting, backdrop, prop — that ends
up on the feed. Don't leave it to chance.

Make it brand-inevitable. If you could swap in a competitor's logo and nothing changes, the idea
isn't yours yet.

Make it simple to say. "A vending machine that only takes compliments." "A cold plunge in the
middle of SoHo." One line, no slides.

THE ONE-LINE TEST

Write the headline of the recap post before you build anything. If the headline is
boring, the activation will be too.

CASE SNIPPET — ATHLETIC FOOTWEAR

Instead of a shoe display, a running brand's city launch became a 5AM run club with a coffee cart at the
finish. Zero paid media. Three hundred runners by week four — and the shoe sold out locally.
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budget like aproducer

Most first-time budgets over-spend on the build and starve the two things that determine success:
staffing and amplification. Use this as a starting split, then adjust to your objective.

LINE ITEM SHARE WHAT IT COVERS

Build & fabrication 30-35% Set design, fabrication, install/strike, rentals
Venue & permits 10-15% Location fees, permits, insurance, security
Staffing 15-20% Brand ambassadors, producers, training

Product & giveaways 10% Samples, merch, prizes

Amplification 15-20% Creators, content capture, paid boost of organic
Contingency 10% Weather, shipping, the thing you didn't see coming

NON-NEGOTIABLE

Never cut the contingency. In eight years we have used it every single time.

Rule of thumb on scale: a single-market pop-up runs lean; a tour multiplies logistics, not just days.
Price the second city at ~70% of the first — the creative is amortized, the trucking is not.
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produce the boring stuff brilliantly

Guests never see the run-of-show — they feel it. Lines move, samples stay cold, staff know the
answer. Production is where good ideas survive or die.

T-minus 8-10 weeks: lock venue, file permits, confirm insurance (COls take longer than
you think).

T-minus 6 weeks: fabrication drawings approved; staffing agency booked; creator
outreach begins.

T-minus 4 weeks: RSVP/landing page live; run-of-show v1; product and merch ordered.

T-minus 2 weeks: staff training deck; content shot-list; rain plan signed off by everyone who can

say no.

T-minus 1 week: full walkthrough on site; tech check; confirm load-in windows with venue.

OO oo o O

Day of: arrive at load-in, not doors. Photograph everything before guests arrive.

STAFFING TRUTH

Your brand ambassadors ARE the brand for every guest they meet. One great BA
outperforms three warm bodies — pay for great, train them hard, feed them well.
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amplify beyond the footprint

A great activation reaches 2,000 people in person and 2,000,000 through content. The second
number is a design decision you make weeks before doors open.

- Seed creators, don't just invite them. Give 10-20 aligned creators early access, a reason to post,
and zero scripts. Authentic beats polished.

» Capture like a media company. A dedicated content team shooting for the feed (vertical, fast,
people-first) — not just an event photographer shooting for the recap deck.

- Engineer the UGC moment. One station whose entire job is producing the guest's best photo of
the month. Lighting is the cheapest amplification you'll ever buy.

- Boost the winners. Put paid spend behind the organic posts that over-perform within 48 hours,
while the moment is alive.

« Extend the tail. Recap film, creator round-ups, press pickups — the activation should feed content
for 2—-4 weeks after strike.

CASE SNIPPET — PREBIOTIC SODA

A one-day pop-up drew 3,100 guests. The creator-seeded content around it drove 4.7M organic views in
ten days — for less than 15% of the total budget.
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z measure what you promised

Go back to Step 1. Your primary objective defined your success metric — now report against it

honestly, and let the secondary wins be upside.

OBJECTIVE PRIMARY METRICS INSTRUMENT

Trial Samples distributed, promo-code Unique codes, counters, retail data
redemptions, retail lift in market

Buzz Organic posts, reach, earned media, share Hashtag + mention tracking, press log
of voice

Loyalty Community signups, repeat purchase rate, QR opt-ins, CRM cohort tracking
NPS shift

Data Qualified opt-ins, cost per lead vs. paid Scan/RSVP platform, post-event survey

benchmark

- Setthe benchmark before doors open. Agree with stakeholders what "great" looks like in writing.
» Survey within 72 hours — recall and sentiment decay fast.

» Report the story, not just the sheet. Pair the numbers with the three best guest moments. That's
what gets the next budget approved.

THE COMPOUNDING EFFECT

The first activation is the most expensive one you'll ever run. Playbooks, vendors, and
learnings carry forward — activation two is faster, cheaper, and better.
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storyboard .- .cc.c.

let's build the thing
peopleline up for.

Storyboard plans and produces brand activations end-to-end —
strategy, concept, fabrication, staffing, and amplification. Bring us the
objective; we'll bring the line around the block.

BOOKA STRATEGY CALL

hello@storyboardtheagency.com
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https://storyboardtheagency.com/book
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